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Abstract 
 
The purpose of this thesis was to find out what are the most important attributes for young adults 
in a bank, and what would make young adults change their bank to another. 
 
A survey was sent to young adults to provide answer to the following question: what factors make 
young adults choose a bank or change banks? To find out the reasons for this the survey included 
questions about the importance of different attributes in a bank and respondents’ satisfaction with 
their current bank as well as the motives for changing banks if the customer relationship with a 
bank was not up to expectations. The survey gave good information about this. 
 
The results of the survey indicate that high fees, bad customer service and high interest rates on 
loan are the main reasons for taking one’s custom to another bank. Bad customer service was the 
absolute top reason making the change irrespective of age group, gender and bank. These 
findings give banks crucial information to train their employees continuously. 
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1 INTRODUCTION 
 
 
This thesis was written for Savonia University of Applied Sciences as a part of studies in 
Degree Programme in International Business. 
 
Young adults start to make financial decisions early on in their life, which are related to 
buying an apartment, starting their studies and financing them, getting a job and starting 
a family. Each of these objectives require decisions and choices regarding finances, 
since young adults are the customers of the future, whom banks need to contact more 
often. Young people want information about bank services but they do not always 
search for it actively. They need guidance and tips for maintaining their daily finances. It 
is important to understand that young adults want to be acknowledged and respected 
equally like elderly people are. Active communication with young adults makes them 
trust their own bank and at the same time bank is creating a good basis for young 
people to seek mortgages from their bank in the future. Nowadays it is extremely easy to 
change banks if a young adult has not built up an emotional bond with their bank with 
good customer service and communication. 
 
The survey tries to find out the answer to two questions: 
1. What are the most important attributes in a bank? 
2. What makes young adults change their bank? 
 
This information is interesting to me, but this information is extremely important for 
banks who want new customers. Fees and interest rates are normally the reason why 
young adults choose or change their banks. This thesis will answer to the questions and 
if the assumption above is correct. It will also give the banks crucial information on how 
to attract young adults to become their customers.  
 
First part of the thesis consists of theory about banks and customership and the second 
part consists of the survey results and analyzing them. 
 
  
 5 
 
2 BANK 
 
 
Bank definition: An establishment authorized by a government to accept deposits, pay 
interest, clear checks, make loans, act as an intermediary in financial transactions, and 
provide other financial services to its customers. (Business Dictionary, 2017) 
 
Banking is an industry that handles cash, credit and other financial transactions. Banks 
provide a safe place to store extra cash and credit. They offer savings accounts, 
certificates of deposit and checking accounts. Banks use these deposits to make loans. 
These loans include home mortgages, business loans and car loans. (Amadeo 2017.) 
Notes are one side of money system. Other side is depositing money to bank and 
loaning it from bank. Using notes is on the decline in Finland. It decreases 5-6 percent 
annually. (Ha-Joon 2009, 50; Nordea 2016.) 
 
Banks raise funds by accepting deposits and use the funds for private loans. Banks 
gather information about borrowers, reducing the problems that may occur. As a result, 
people and companies that don’t have the ability to pay the monthly fees, will not get 
loans. This kind of screening prevents the banks from making losses. (Ball 2009, 10-11.) 
 
Example: bank “takes” money from their customers and offers loans for them. When a 
bank gives a loan to a customer, the interest is higher than what they offer to the 
customer when he/she wants to deposit money to a savings account or invest to a fund 
or a stock. Usually the customer has to sign a contract how long the money will be tied 
to the bank. This allows the bank to safely invest their money further so the bank can 
make more profit from the customer’s initial investment. If the customer wants to take 
some of their money out, they will have to pay a “penalty” fee, which is usually 1-5% of 
the amount. This is very simplified example of how a bank makes money. 
 
Every bank has a bank reserve. Bank reserve is a small part of all the deposits made to 
the bank that cannot be given out, for example 10% has to stay in the bank’s vault. This 
reserve is for the purpose of that banks never run out of money if people want to take 
some out from their accounts. If every customer wanted to take all of their money out 
from their accounts at the same time, banks would be in serious trouble, since no bank 
has that much money in their vault nowadays. (Investopedia, 2017.) 
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FIGURE 1. Market shares of banks in Finland (Finanssiala 2017.) 
 
There are nine banks in Finland where people’s daily finances go through and they are: 
Osuuspankki, Nordea, Danske Bank, S-Pankki, POP Pankki, Säästöpankki, Aktia, 
Ålandsbanken and Handelsbanken. Three of the biggest banks in Finland are OP 
Ryhmä, Nordea Pankki Suomi Oyj and Danske bank Oyj. Osuuspankki has almost four 
million customers and Nordea 2,3 million customers. When measuring the biggest banks 
in Finland with market share, the top three stays the same. (Finanssiala 2017.) 
 
Working mobile bank, payment service and office are still the most important. Other 
services are to lure customers in. OP Ryhmä has lately expanded to health care and 
services of transport among other things. S-Pankki has a MobilePay that customers can 
use to pay when they fill their car with fuel on ABC fuel meters. Osuuspankki, Nordea 
and Danske Bank have a Mobile Pay that allows customers to pay with only showing 
their mobile phone to the payment device. (Helsingin Sanomat 2017.) 
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3 CUSTOMERSHIP 
 
3.1 OBTAINING NEW CUSTOMERS 
 
Trend nowadays is not getting new customers by any means necessary, but there’s a 
thought getting a foothold where companies are not satisfied with making only a one 
sale. Company must create a relationship with the customer. The most important is to 
maintain current customer relationships and observe satisfaction level of customers. The 
reason for this is clear; getting a new customer is five times more expensive than 
holding on to an old customer, not to mention how challenging and long process it is to 
get new customer to profit as much as the customer that the company already has. 
Truth is, every new company needs new customers. Obtaining new customers is a 
complex process, which requires a lot of knowhow from the company, so the process 
can be executed as efficiently as possible and building a long and profitable customer 
relation. (Kotler 1999, 121-123.) 
 
3.2 CUSTOMER-ORIENTED APPROACH 
 
To succeed, good control of own processes is not enough. Succeeding needs also skill 
to control relationships to other actors, for example customers. Nowadays customers 
are seen as a part of organization and also their processes need to be managed. 
Managing customerships is based on understanding customer’s payoff and its process. 
It is important to know, what is valuable for a customer and what kind of goals it has. 
Consumers are very different when it comes to this. Others value safety the most, 
whereas others value effortlessness the most. Goals differ especially when customers 
are in different point of their lives. (Storbacka, Blomqvist, Dahl & Haeger 1999, 14-15.) 
 
It is important to find out how company can help customer to reach its goals and what 
kind of role company has in customers life. Besides expertise, company must have 
customer knowledge. A company that understands creating profit can deal with 
customers proactive, meaning they use their knowledge to anticipate customer’s 
situations in life and needs, making customers life more effortless. (Storbacka et al. 
1999, 14-15.) 
 
Customership has its own significance to both seller and buyer. Both want customership 
to be valuable for themselves. For service provider it is important to feel customer’s 
value and how customerships change to being valuable so company can build strong 
and continuing relationships. By developing this relationship company strengthens their 
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competitiveness. The purpose of managing customerships is to create important 
relationships for companies, based on the profit that is created from them. A company 
that is truly customer-oriented tries to figure out how customers produce value for 
themselves. Based on this, company estimates how they can help customer with their 
knowledge. (Storbacka et al. 1999, 19-21.) In a successful bank relationship customer 
feels its needs and situation to be the core of the relationship. 
 
Storbacka et al (1999, 23-26) list three key points for making valuable customer 
relationships. Availability enables the birth of these relationships. Availability means 
opening hours, how easy it is to reach the company and a strong presence in the 
market. If a customer feels the company to be difficult to approach, it lessens the 
relationship. The second key point is interaction between company and customer. 
Working for communication and making sure there are places to meet with company 
personnel is a requirement for maintaining customership. Last key point is valuability. 
Instant value for customer consists of the products and services it gets from its own 
input. Indirect value consists of learning and improving together and from values. Both 
instant and indirect value enables a continuing customer relation. (Storbacka et al. 1999, 
23-26.) 
 
Storbacka et al. (1999, 27-29) say customer-oriented approach requires that company 
analyzes its clientele all the time and develops alternative ways to deal with their 
customers. Bank relationship is continuous and that is the reason why developing value 
creation is good. Continuous communication enables good customer knowledge and 
that allows offering new solutions for them. 
 
Because of routine-like nature, customer is rarely interested to use its energy towards 
developing the relationship. Attitude of customers must not stiffen banks. Even in 
continuous relationships it is extremely important to offer new solutions for customers 
even if they do not know to ask for them. With this the value gotten from the relationship 
is protected. (Storbacka et al. 1999, 53-56.) In banking world offering solutions 
practically means going through the relationship from time to time with customer 
meetings. In routine-like meetings bank has to take active role in developing the 
customership. 
 
Satisfied customers are not always loyal. Customer may change company even if it is 
totally satisfied with previous company. In this case company has succeeded on general 
operative level, but failed making value on individual level, where competitor has 
succeeded. Satisfaction is essential part of loyalty, but service provider has to know 
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influence of other factors. Those factors can change dramatically from segment or 
demographic factors. (Storbacka et al. 1999, 61-62.) Analyzing lost customerships is a 
good way of measuring those factors.  
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4 CONSUMER’S PURCHASING BEHAVIOUR 
 
Consumer’s purchasing process starts from noticing a need. After that when consumer 
has noticed their need for a product or a service, they start to find information about 
alternatives and compare them to one another. After this process follows the purchasing 
decision. (Lahtinen & Isoviita 2007, 19.) 
 
Making a positive purchasing decision requires always the need and capability to 
purchase. Psychological and social factors influence consumer’s desire to purchase and 
economic and societal factors influence purchasing capability. Purchasing process does 
not end to purchasing decision but it extends to behavior after purchase. (Lahtinen & 
Isoviita 2007, 19-20.) 
 
4.1 DEMOGRAPHIC FACTORS 
 
Demographic factors mean consumer’s personal attributes such as age, profession, 
education, income, family and residency. These attributes are easily solved, measured 
and analyzed. Demographic factors are basis of mapping markets and they are so 
called hard facts. (Bergström & Leppänen 2009, 102-103.)  
 
4.2 PSYCHOLOGICAL FACTORS 
 
Psychological factors are consumer based factors and they influence individual’s 
purchasing need internally. For example, needs, attitudes, motivation, learning and 
personality affect person’s consumer behavior. Need is the basis for purchasing, but not 
until customer has motivation along with the need to buy a product or a service does the 
purchasing behavior transform to company’s benefit. Requirement for being motivated 
is, that consumer has a positive attitude towards the company and their services. 
Positive attitude towards company’s services improves product’s marketing options, but 
does not guarantee sales. (Lahtinen & Isoviita 2007, 20.) 
 
Person reacts only to their most compelling needs and company’s mission is to find out 
what are the needs that other companies do not satisfy. (Bergström & Leppänen 2009, 
105.)  
 
4.3 SOCIAL FACTORS 
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Social factors influence consumer’s behavior externally. They can be categorized in to 
four different groups: family, culture, social class and reference group. Even though 
consumers are extremely independent when making decisions, influence of family and 
different groups should not be undermined. Celebrities are often used when marketing, 
because they have an influence on consumer’s opinions. (Lahtinen & Isoviita 2007, 23.) 
 
4.4 ECONOMICAL AND SOCIETAL FACTORS 
 
Psychological and social factors influence customer’s purchasing willingness, but in 
addition to this customer needs to have purchasing capability so that purchasing the 
product or the service occurs. How much money customer has after taxes, has a huge 
influence on the purchasing decision. (Lahtinen & Isoviita 2007, 24.) 
 
Government can influence customer’s purchasing capability by taxing, changing 
legislation and prohibitions. For example, in 2003 interest rates for mortgages in Finland 
were record low, which increased taking mortgages significantly. (Lahtinen & Isoviita 
2007, 24.) 
 
4.5 INFLUENCE OF MARKETING COMMUNICATION TO PUCHASING DECISION 
 
The goal of marketing communication is to make profitable sales. Singular campaign 
does not lead to this outcome. Reaching set goals requires long-lasting use of different 
marketing methods. Company tries to arouse positive image and word of mouth with the 
help of marketing communication. It is important to a company to stand out from 
competitors and create positive attitude towards their services. Activating customer is 
one of the most important goal of marketing communication. When customer’s 
purchasing desire has been awoken and has a feeling that customer gets the needed 
benefit from the service, company has succeeded in their marketing. The actual sale 
requires success in personal selling. Maintaining customer relationship after the 
purchase decision is extremely important marketing communication for the company. 
Company needs to ensure customer that their decision was correct. A satisfied 
customer will usually make repeat purchase and will recommend the company to their 
relatives and friends. The secret to long-lasting customer relationship is a satisfied 
customer. (Bergström & Leppänen 2009, 330-331.) 
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5 RESEARCH IMPLEMENTATION 
 
Survey (APPENDIX 1) was conducted to gather information on what attributes young 
adults think are the most important in a bank. The questions were thought out by the 
thesis writer with the help of supervisor Petteri Muuruvirta. The survey is standardized 
so every question is the same and in same order for everyone. The responder reads 
and answers to the questions herself/himself. 
 
The conducted survey was done using quantitative method. Quantitative survey is 
meant for measuring different measures. Quantitative survey answers to questions such 
as: “How much”, “how often” and “when”? Answers can be for example different numeric 
amount or percentages. Information is usually gathered with a questionnaire, but it can 
also be gathered by conducting an interview or executing a scientific research. 
Information gained from quantitative survey is processed and analyzed using different 
statistical and mathematical methods. Quantitative survey applies especially when 
studying larger groups and analyzing the answers from them – information gathered 
from smaller groups or individuals is not precise and generalizable. This survey gives 
precise numeric information about the most important attributes in a bank and if an 
attribute is handled poorly this may lead to customer changing the bank. (Raatikainen 
2005, 14.) 
 
Target group was young adults. The definition of a young adult is vast, so everyone who 
feels like they are a young adult, was welcomed to answer the survey. Survey was sent 
to Savonia students via email and put up to Facebook. Chosen method was the easiest 
and the fastest way to gather answers. Amount of answers was hoped to be at least 
100, and the survey got 196 responds which is enough so the survey is accurate 
representation of young adults’ opinions.  
 
Data has been collected in the period from 30 March 2017 to 24 April 2017. All of the 
answers are considered in the results. 
 
Webropol allows analyzing the data from many different points of view. The data of this 
survey is analyzed from the point of gender, age, bank and how long he/she has been a 
customer of the bank.   
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6 SURVEY RESULTS 
 
The results of the survey are collected here. First three questions are background 
information, questions from 4 to 11 are about bank and bank services, and question 12 
is optional if they have any improvement ideas for their bank. 
 
6.1 BACKGROUND INFORMATION 
 
Background questions were about age, gender and their current status. 
 
 
FIGURE 2. Age distribution. (N=196) 
 
The age distribution was as follows: 23.47% of the respondents were 18-21, 45.41% 
were 22-25, 18.88% were 26-29 and 12.24% were over 29.  
23,47%
45,41%
18,88%
12,24%
How old are you?
18-21 22-25 26-29 29-
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FIGURE 3. Gender distribution. (N=196) 
 
27.55% of the respondents were male and 72.45% were female. 
 
 
FIGURE 4. Status distribution. (N=196) 
 
Out of 196 respondents 165 were students in University of Applied Sciences, 5 in 
University, 1 in high school/vocational school, 15 were employed, 3 were unemployed, 2 
were stay-at-home-mom/dad and 5 were students and employed at the same time.  
 
27,55%
72,45%
Gender
Male Female
165
5
1
15
3 2
5
Status
Student (University of Applied Sciences) Student (University)
Student (High school/vocational school) Employed
Unemployed Stay-at-home-mom/dad
Something else, what?
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6.2 BANK SERVICES 
 
These questions were to gather information about how satisfied customers are about 
their bank, how long have they been their customer and how did they become a 
customer.  
 
FIGURE 5. Bank distribution. (N=196) 
 
87 were customers of Osuuspankki, 48 of Nordea, 13 of POP Pankki, 18 of Danske 
Bank, 1 of Handelsbanken, 13 of S-Pankki, 1 of Aktia, 13 of Säästöpankki, 1 of PayPal 
and 1 of Sperbank. Ålandsbanken had no representation in this survey. 
 
 
 
How long have you been a  
customer of your current bank? 
less than a year 4,08% 
1-2 years 7,65% 
3-4 years 10,2% 
5-6 years 6,63% 
6- years 71,43% 
TABLE 1. How long has been a customer. (N=196) 
 
 
 
87
48
13
18
1
13
1
13
0 2
Which bank’s customer are you? (Your daily finances go 
through this bank)
Osuuspankki Nordea POP Pankki Danske Bank
Handelsbanken S-Pankki Aktia Säästöpankki
Ålandsbanken Not listed, what?
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TABLE 2. How did you become the bank’s customer? (N=196) 
 
Other answers included: 
“Student loan” 
“Family member works there” 
“Employers suggestion” 
 
Following questions measure the satisfaction to current bank and how important 
different attributes are in a bank. 
 
 
 
 
 
 
 
 
 
 
 
How did you become the  
bank’s customer? (choose 3) 
Parent(s) are/were customers 75% 
Relatives/friends recommended 17,35% 
Location 22,45% 
Quality of services 25% 
Customer service 15,31% 
Fees 5,1% 
Interest rates for loan 6,63% 
Interest rates for deposits 2,55% 
Joint account with significant other 1,02% 
Opening hours 1,02% 
Insurance(s) in said bank 7,14% 
Other, what? 7,14% 
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FIGURE 6. Satisfaction to current bank. (N=196) 
 
On average everyone was pleased with their current bank. 
 1 2 3 4 5 Total Average 
Customer service 2,55% 2,55% 11,22% 38,78% 44,9% 196 4,21 
Fees 5,61% 6,63% 26,02% 39,8% 21,94% 196 3,66 
Location 1,53% 5,61% 14,29% 32,65% 45,92% 196 4,16 
Opening hours 5,61% 8,67% 29,59% 33,67% 22,45% 196 3,59 
Interest rates for loan 2,04% 3,57% 40,82% 33,67% 19,9% 196 3,66 
Interest rates for deposits 1,53% 9,69% 44,9% 26,02% 17,86% 196 3,49 
Expertise level of employees 1,53% 3,57% 20,92% 43,88% 30,1% 196 3,97 
Availability 1,53% 5,1% 17,35% 41,84% 34,18% 196 4,02 
Response times 3,57% 5,61% 15,31% 39,29% 36,22% 196 3,99 
Simplicity of Internet bank 1,53% 3,57% 7,65% 37,76% 49,49% 196 4,3 
Mobile bank 3,06% 4,08% 12,24% 29,59% 51,02% 196 4,21 
Individuality 1,53% 5,61% 31,12% 38,78% 22,96% 196 3,76 
Member benefits 6,12% 9,69% 29,59% 34,69% 19,9% 196 3,53 
Insurances 8,16% 5,61% 39,29% 26,02% 20,92% 196 3,46 
TABLE 3. Satisfaction to attributes in current bank. (N=196) 
1,02% 2,55%
14,80%
40,82%
40,82%
How satisfied are you with your current bank? (school 
grade from 1 to 5)
1 2 3 4 5
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Respondents are extremely satisfied with simplicity of Internet bank, mobile bank, 
customer service, location and availability in their current bank. Overall they are satisfied 
about everything, but worst scores went to insurances, interest rates for deposits and 
member benefits.  
 
 1 2 3 4 5 Total Average 
Customer service 1,02% 1,02% 6,12% 25% 66,84% 196 4,56 
Fees 1,02% 4,59% 15,82% 37,24% 41,33% 196 4,13 
Location 7,14% 10,71% 20,41% 33,67% 28,06% 196 3,65 
Opening hours 3,06% 10,71% 22,45% 37,76% 26,02% 196 3,73 
Interest rates for loan 1,53% 1,53% 23,47% 36,22% 37,24% 196 4,06 
Interest rates for deposits 3,57% 5,1% 24,49% 31,63% 35,2% 196 3,9 
Expertise level of employees 1,53% 2,04% 11,22% 32,14% 53,06% 196 4,33 
Availability 0,51% 1,02% 10,2% 44,9% 43,37% 196 4,3 
Response times 0,51% 0,51% 8,67% 44,39% 45,92% 196 4,35 
Simplicity of Internet bank 1,02% 0% 7,14% 26,02% 65,82% 196 4,56 
Mobile bank 1,53% 2,04% 7,14% 24,49% 64,8% 196 4,49 
Individuality 2,55% 5,61% 26,53% 40,31% 25% 196 3,8 
Member benefits 1,02% 5,1% 26,53% 36,73% 30,61% 196 3,91 
Insurances 5,1% 7,65% 28,57% 32,14% 26,53% 196 3,67 
TABLE 4. Importance of attributes in a bank. (N=196) 
 
Customer service, simplicity of Internet bank, mobile bank, response times and 
expertise level of employees are extremely important in a bank. Insurances are not that 
important, even though respondents are least satisfied with them in their current bank. 
Location and opening hours are among the least important attributes in a bank. Young 
adults use bank services mostly via mobile bank or Internet bank, so they do not feel the 
need to visit the bank in person. Overall almost every attribute is somewhat important, 
but the ones mentioned above are the most important. 
 
 
 
 
 
 
Next two questions deal with changing bank. 
 19 
 
 
 
Which of the below would make you change 
bank if they were handled poorly?  
(choose 3) 
Customer service 62,76% 
Fees 45,41% 
Location 10,2% 
Opening hours 9,18% 
Interest rates for loan 34,18% 
Interest rates for deposits 11,73% 
Expertise level of employees 19,9% 
Availability 20,92% 
Response times 9,69% 
Simplicity of Internet bank 24,49% 
Mobile bank 28,06% 
Individuality 2,55% 
Member benefits 12,24% 
Insurances 8,67% 
TABLE 5. Which attributes would make you change bank if they were handled poorly? 
(N=196) 
 
Respondents would most likely change their bank if customer service was bad, fees 
were high, interest rates for loan were high, mobile bank was not working, Internet bank 
was complicated. Even though response times are extremely important in a bank, not 
people would not change their bank if they were slow. 
 
 
 
Have you changed bank in the last two years? If 
so, what was the reason? 
No 90,31% 
Yes, why? 9,69% 
TABLE 6. Have you changed bank in the last two years? (N=196) 
 
Most common reason for bank change was the ownership change from POP Pankki to 
Osuuspankki. 
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Last question was optional where respondents were asked to give any improvement 
ideas for their bank. 
 
The improvement ideas were mainly focused on Internet bank and mobile bank. Some 
people wanted longer opening hours. 
 
“Don't even remember when I have visited in the local bank office so the internet service 
is something where the bank should pay attention to.” 
 
6.3 GENDER 
 
 
FIGURE 7. How did you become bank’s customer? (N=196) 
 
The clear reasons for both genders are parent(s) are/were customers, quality of 
services, location, relatives/friends recommended and customer service. Rest of 
reasons got less attention.  
 
0 20 40 60 80 100 120
Parent(s) are/were customers
Relatives/friends recommended
Location
Quality of services
Customer service
Fees
Interest rates for loan
Interest rates for deposits
Joint account with significant other
Opening hours
Insurance(s) in said bank
Other, what?
How did you become the bank’s customer? (choose 3)
Female
(N=142)
Male
(N=54)
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FIGURE 7. Satisfaction with current bank. (N=196) 
 
Both males and females were satisfied with their bank, only a few females gave their 
banks a bad grade. 
 
8. How satisfied are you with these attributes in your current bank? (1 not satisfied at all 
– 5 extremely satisfied) 
 
There were no different opinions between males and females of their satisfaction level in 
their current bank. The biggest difference was in interest rates for deposits, where males 
averaged 3.24 and females 3.58.  
 
9. How important are these attributes in a bank? (1 not important at all – 5 extremely 
important) 
 
Males do not think location (average 3.19) or opening hours (average 3.35) are 
important compared to females who think these attributes are, location (average 3.82) 
and opening hours (average 3.87) respectively. Both genders keep customer service 
(males 4.3; females 4.65), simplicity of Internet bank (4.31; 4.65) and mobile bank (4.35; 
4.54) in high regard.  
 
 
 
 
 
 
 
 
0 10 20 30 40 50 60 70
1
2
3
4
5
How satisfied are you with your current bank? (school 
grade from 1 to 5)
Female
(N=142)
Male
(N=54)
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10. Which of the below would make you change bank if they were handled poorly? 
(choose 3) 
 
 Gender 
 
Male 
(N=54) 
Female 
(N=142) 
Customer service 48,15% 68,31% 
Fees 50% 43,66% 
Location 12,96% 9,15% 
Opening hours 5,56% 10,56% 
Interest rates for loan 37,04% 33,1% 
Interest rates for deposits 14,81% 10,56% 
Expertise level of employees 20,37% 19,72% 
Availability 9,26% 25,35% 
Response times 14,81% 7,75% 
Simplicity of Internet bank 29,63% 22,54% 
Mobile bank 40,74% 23,24% 
Individuality 1,85% 2,82% 
Member benefits 5,56% 14,79% 
Insurances 9,26% 8,45% 
TABLE 7. Which attributes would make you change bank if they were handled poorly? 
(N=196) 
 
The attributes that may lead to customer changing bank were quite the same with both 
genders, even though males think mobile bank is more important than interest rates of 
loans.  Even though individuality got good grades on importance in a bank from both 
genders (males 3.69; females 3.84), it does not create the need to change bank. 
 
11. Have you changed bank in the last two years? If so, what was the reason? 
 
7 males and 12 females have changed their bank.  
Two males and two females changed from POP Pankki to Osuuspankki because POP 
changed to OP a year ago. 
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6.4 AGE 
 
 How old are you? 
 
18-21 
(N=46) 
22-25 
(N=89) 
26-29 
(N=37) 
29- 
(N=24) 
Parent(s) are/were customers 89,13% 82,02% 62,16% 41,67% 
Relatives/friends recommended 17,39% 15,73% 16,22% 25% 
Location 32,61% 24,72% 10,81% 12,5% 
Quality of services 30,43% 21,35% 16,22% 41,67% 
Customer service 17,39% 14,61% 10,81% 20,83% 
Fees 6,52% 1,12% 8,11% 12,5% 
Interest rates for loan 4,35% 2,25% 8,11% 25% 
Interest rates for deposits 0% 2,25% 5,41% 4,17% 
Joint account with significant other 0% 0% 2,7% 4,17% 
Opening hours 2,17% 0% 0% 4,17% 
Insurance(s) in said bank 6,52% 6,74% 10,81% 4,17% 
Other, what? 6,52% 5,62% 10,81% 8,33% 
TABLE 8. How did you become the bank’s customer? (N=196) 
 
For ages 18-25 the biggest reason is parent(s) are/were customers, since they are 
relatively young and there is a possibility they have not needed a sizeable loan for a 
house or a car. A big reason was also the location of the bank. Quality of services and 
recommendations of relatives/friends are big reasons for every age group.  
For 26-29 -year-olds biggest reason was the same as younger people had, but other 
reasons had almost same amount of votes. 
Ages 29 and up had parent(s) are/were customers, quality of services, relatives/friends 
recommended and interest rates for loan as the biggest reasons. It is highly likely that 
this age group has a mortgage, therefore the reason of interest rates being one of the 
reasons for choosing/changing a bank. 
One of the other reasons that two people wrote, is bank offering accounts to foreigners. 
29- and 22-25 said: 
 “Only bank that took foreign people back in the days; only bank offering bank accounts 
to foreigners” 
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8. How satisfied are you with these attributes in your current bank? (1 not satisfied at all 
– 5 extremely satisfied) 
 
On average the age group 29- were more critical of their current bank than younger on 
almost every attribute, exceptions being interest rates for loans and member benefits.  
 
 How old are you? 
Fees 
18-21 
(N=46) 
22-25 
(N=89) 
26-29 
(N=37) 
29- 
(N=24) 
1 2,17% 1,12% 10,81% 20,83% 
2 6,52% 7,87% 5,41% 4,17% 
3 26,09% 25,84% 27,03% 25% 
4 34,78% 47,19% 37,84% 25% 
5 30,43% 17,98% 18,92% 25% 
Average 3,85 3,73 3,49 3,29 
TABLE 9. Satisfaction to fees in current bank. (N=196) 
 
Fees are understandably low with older age group since most banks start charging a 
monthly fee for Internet bank and debit/credit/electron card when a customer turns 25 or 
26. 
 
 
9. How important are these attributes in a bank? (1 not important at all – 5 extremely 
important) 
 
Customer service, expertise level of employees, availability, response times, simplicity 
of Internet bank and mobile bank were important for every age group, whereas 
insurances are not. The age group 29- appreciated interest rates for loans more than 
other age groups, but only by a small margin, averaging 4.17 with 4.08 of age group 22-
25 being the next. 
The age group 18-21 appreciate location and opening hours more than other age 
groups. 
 
 
 
 
 
 25 
 
 
 How old are you? 
Location 
18-21 
(N=46) 
22-25 
(N=89) 
26-29 
(N=37) 
29- 
(N=24) 
1 0% 5,62% 13,51% 16,67% 
2 8,7% 8,99% 16,22% 12,5% 
3 13,04% 23,6% 24,32% 16,67% 
4 34,78% 41,57% 18,92% 25% 
5 43,48% 20,22% 27,03% 29,17% 
Average 4,13 3,62 3,3 3,38 
TABLE 10. Importance of location in a bank. (N=196) 
 How old are you? 
Opening hours 
18-21 
(N=46) 
22-25 
(N=89) 
26-29 
(N=37) 
29- 
(N=24) 
1 0% 2,25% 5,41% 8,33% 
2 4,35% 7,87% 18,92% 20,83% 
3 21,74% 19,1% 32,43% 20,83% 
4 41,3% 50,56% 13,51% 20,83% 
5 32,61% 20,22% 29,73% 29,17% 
Average 4,02 3,79 3,43 3,42 
TABLE 11. Importance of opening hours in a bank. (N=196) 
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10. Which of the below would make you change bank if they were handled poorly? 
(choose 3) 
 How old are you? 
 
18-21 
(N=46) 
22-25 
(N=89) 
26-29 
(N=37) 
29- 
(N=24) 
Customer service 58,7% 70,79% 54,05% 54,17% 
Fees 47,83% 40,45% 56,76% 41,67% 
Location 15,22% 7,87% 10,81% 8,33% 
Opening hours 15,22% 5,62% 8,11% 12,5% 
Interest rates for loan 17,39% 30,34% 45,95% 62,5% 
Interest rates for deposits 15,22% 7,87% 10,81% 20,83% 
Expertise level of employees 26,09% 23,6% 8,11% 12,5% 
Availability 13,04% 25,84% 21,62% 16,67% 
Response times 10,87% 13,48% 5,41% 0% 
Simplicity of Internet bank 21,74% 28,09% 21,62% 20,83% 
Mobile bank 28,26% 29,21% 27,03% 25% 
Individuality 4,35% 2,25% 0% 4,17% 
Member benefits 15,22% 6,74% 21,62% 12,5% 
Insurances 10,87% 7,87% 8,11% 8,33% 
TABLE 12. Which attributes would make you change a bank if handled poorly? (N=196) 
 
As the age of respondents goes up, so does the appreciation towards interest rates for 
loan. Only 17.39% of 18-21 would change bank if interest rates for loans are high, when 
62.5% of 29- would change, hence strengthening the assumption that younger people 
might not have taken a sizeable loan yet. 
 
Customer service, fees, simplicity of Internet bank and mobile bank are appreciated 
among every age group and they are reasons to change bank if not managed properly. 
Every age group thought that individuality is a fairly important in a bank, but very small 
percentage would change their bank because of it. 
 
 
 
 
 27 
 
 
6.5 BANK 
 
Because Aktia, Handelsbanken, Sperbank and PayPal had only one respondent, their 
answers are not examined in this part of the thesis. 
 
6. How did you become the bank’s customer? (choose 3) 
The top reasons for every bank are parent(s) are/were customers, relatives/friends 
recommended, location, quality of services and customer service. Osuuspankki has OP-
Pohjola, which offers insurances for their customers, had 14.94% of respondents stating 
that as the reason, which is 5th highest reason. 
 
Other answers had for Osuuspankki:  
“POP bank changed to OP bank.” 
“My spouse is customer in there, and some point we're going to take mortgage 
together.”  
 
S-pankki customer had this to say: 
“I was a customer of a Lähitapiola many years, and after it changed itself to S-pankki, I 
didn't want to change bank.” 
 
Nordea seems to be the only bank offering services for foreign people, as two people 
have stated this as the reason.  
 
7. How satisfied are you with your current bank? (school grade from 1 to 5) 
 Which bank’s customer are you? (Your daily finances go through this bank) 
 
Osuuspankki 
(N=87) 
Nordea 
(N=48) 
POP Pankki 
(N=13) 
Danske Bank 
(N=18) 
S-Pankki 
(N=13) 
Säästöpankki 
(N=13) 
1 0 1 0 0 1 0 
2 0 4 1 0 0 0 
3 10 11 2 1 1 4 
4 41 19 6 4 6 3 
5 36 13 4 13 5 6 
TABLE 13. Satisfaction to current bank. (N=192) 
 
Every bank’s customers are satisfied with their current bank, even though Nordea had 
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few bad school grades given to them.  
 
8. How satisfied are you with these attributes in your current bank? (1 not satisfied at all 
– 5 extremely satisfied) 
 
Customer service, location, availability, response times, simplicity of Internet bank and 
mobile bank were applauded in every bank.  
 
Which bank’s customer are you? (Your daily finances go  
through this bank) 
Fees 
Osuuspankki 
(N=87) 
Nordea 
(N=48) 
POP Pankki 
(N=13) 
Danske 
Bank 
(N=18) 
S-
Pankki 
(N=13) 
Säästö-
pankki 
(N=13) 
1 4,6% 6,25% 7,69% 0% 7,69% 7,69% 
2 6,9% 10,42% 7,69% 5,56% 0% 0% 
3 28,74% 35,42% 23,08% 27,78% 0% 7,69% 
4 45,98% 33,33% 46,15% 27,78% 30,77% 46,15% 
5 13,79% 14,58% 15,38% 38,89% 61,54% 38,46% 
Average 3,57 3,4 3,54 4 4,38 4,08 
TABLE 14. Satisfaction to fees in current bank. (N=192) 
 
Osuuspankki, Nordea and POP Pankki got bad grades for the fees meanwhile Danske 
Bank, S-Pankki and Säästöpankki got good grades. 
Nordea’s customers were dissatisfied for opening hours, averaged only 3.13, which was 
the lowest for any bank. 
Säästöpankki had the best reaction for interest rates for loans with 4.08 average with 
Danske Bank having 4.06 and rest of the banks were between 3.46 and 3.77. Interest 
rates for deposits on the other hand ranged between 3.31 and 3.67, meaning 
respondents are somewhat satisfied with them. Nordea had the lowest grades in both of 
these attributes. 
Member benefits were low on Nordea (3.1), POP Pankki (3.15) and Säästöpankki 
(3.08), while they were OK with other banks. Nordea, POP Pankki, S-Pankki and 
Säästöpankki got low grades for insurances as well. 
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9. How important are these attributes in a bank? (1 not important at all – 5 extremely 
important) 
 
Customer service, fees, expertise level of employees, availability, response times, 
simplicity of Internet bank and mobile bank were regarded as extremely important in 
every bank. 
 
Which bank’s customer are you? (Your daily finances go through 
this bank) 
Insurances 
Osuuspankki 
(N=87) 
Nordea 
(N=48) 
POP Pankki 
(N=13) 
Danske 
Bank 
(N=18) 
S-
Pankki 
(N=13) 
Säästöpan
kki 
(N=13) 
1 1,15% 8,33% 0% 5,56% 15,38% 15,38% 
2 4,6% 10,42% 7,69% 11,11% 15,38% 7,69% 
3 27,59% 31,25% 23,08% 44,44% 23,08% 23,08% 
4 34,48% 33,33% 46,15% 22,22% 30,77% 23,08% 
5 32,18% 16,67% 23,08% 16,67% 15,38% 30,77% 
Average 3,92 3,4 3,85 3,33 3,15 3,46 
TABLE 15. Importance of insurances in a bank. (N=192) 
 
Osuuspankki and POP Pankki customers think insurances are somewhat important 
compared to other banks’ customers.  
S-Pankki customers did not think individuality is not important, averaging only 2.92 when 
the next lowest was Osuuspankki with average 3.71. 
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10. Which of the below would make you change bank if they were handled poorly? 
(choose 3) 
 
 
Which bank’s customer are you? (Your daily  
finances go through this bank) 
 
Osuusp
ankki 
(N=87) 
Nordea 
(N=48) 
POP Pankki 
(N=13) 
Dansk
e Bank 
(N=18) 
S-
Pankki 
(N=13) 
Säästö-
pankki 
(N=13) 
Customer service 60,92% 66,67% 84,62% 61,11% 38,46% 69,23% 
Fees 43,68% 43,75% 23,08% 61,11% 84,62% 30,77% 
Location 6,9% 4,17% 46,15% 0% 0% 30,77% 
Opening hours 6,9% 12,5% 7,69% 0% 23,08% 7,69% 
Interest rates for loan 32,18% 39,58% 23,08% 33,33% 38,46% 38,46% 
Interest rates for deposits 11,49% 8,33% 7,69% 27,78% 23,08% 0% 
Expertise level of employees 24,14% 18,75% 7,69% 11,11% 15,38% 23,08% 
Availability 17,24% 25% 30,77% 22,22% 23,08% 7,69% 
Response times 10,34% 14,58% 7,69% 5,56% 0% 7,69% 
Simplicity of Internet bank 29,89% 14,58% 30,77% 38,89% 0% 30,77% 
Mobile bank 25,29% 31,25% 15,38% 33,33% 23,08% 46,15% 
Individuality 3,45% 4,17% 0% 0% 0% 0% 
Member benefits 14,94% 8,33% 7,69% 5,56% 23,08% 7,69% 
Insurances 12,64% 8,33% 7,69% 0% 7,69% 0% 
TABLE 15. Which attributes would make you change a bank if handled poorly? (N=192) 
 
Customer service, fees, interest rates for loan, simplicity of Internet bank and mobile 
bank are reasons to change bank for every banks customer. Availability is also held in 
high regard. POP Pankki and Säästöpankki customers think that location is important. 
The reason for this might be because in POP Pankki, if you are a member of POP 
Pankki Siilinjärvi, you cannot go to POP Pankki Jyväskylä and start negotiating a loan or 
deposit to a savings account, you have to do it in your own bank. 
 
Even though response times is an important attribute in a bank, it is not so important 
that it is a reason for changing a bank. 
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11. Have you changed bank in the last two years? If so, what was the reason? 
 
Which bank’s customer are you? (Your daily finances go 
through this bank) 
 
Osuuspankki 
(N=87) 
Nordea 
(N=48) 
POP 
Pankki 
(N=13) 
Danske 
Bank 
(N=18) 
S-Pankki 
(N=13) 
Säästö-
pankki 
(N=13) 
No 90,8% 91,67% 92,31% 94,44% 92,31% 84,62% 
Yes, why? 9,2% 8,33% 7,69% 5,56% 7,69% 15,38% 
TABLE 16. Have you changed bank in the last two years? (N=192) 
 
Few respondents have changed to Osuuspankki because of some of the POP Pankkis 
merging to OP: 
 
“POP bank changed to OP bank” 
“I had two bank accounts. POP and OP. After the uniting of POP and OP happened I 
have just OP anymore.” 
“POP bank a part of OP if it is considered to be a change” 
 
 
12. Do you have any improvement ideas for your bank? (optional) 
Universal improvement idea was to get better mobile bank and digital services, lower 
fees were wanted and wider opening hours. 
 
One Osuuspankki customer dislikes the “marketing” calls when they try to sell 
insurances, because it lowers customer’s trust toward the bank. The same customer has 
also been thinking about changing to another bank because of high fees and difficulty to 
contact bank’s personnel. 
 
POP Pankki customer complained that the bank is location oriented, like the example in 
question number 10. 
 
Two Nordea customers disliked the opening hours and the decision to cut down offices 
from small cities: 
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“Opening hours in smaller cities are ridiculous when it comes to Nordea, and I seriously 
hope that they'll take the needs of the citizens of these exact cities into consideration as 
well. Otherwise a lot of people are going to be changing banks.” 
 
“Cutting down offices in towns under 15 000 inhabitants makes it almost impossible for 
seniors to use Nordea as their primary bank. This is one reason I'm not extremely 
satisfied with my bank even though their services are suitable for me.” 
 
6.6 CUSTOMERSHIP AGE 
 
6. How did you become the bank’s customer? (choose 3) 
 
 
How long have you been a customer of your current 
bank? 
 
less than a 
year 
(N=8) 
1-2 years 
(N=15) 
3-4 
years 
(N=20) 
5-6 years 
(N=13) 
6- years 
(N=140) 
Parent(s) are/were customers 0% 20% 45% 38,46% 92,86% 
Relatives/friends recommended 37,5% 46,67% 35% 15,38% 10,71% 
Location 25% 33,33% 15% 30,77% 21,43% 
Quality of services 25% 33,33% 35% 53,85% 20% 
Customer service 37,5% 26,67% 15% 38,46% 10,71% 
Fees 0% 13,33% 15% 15,38% 2,14% 
Interest rates for loan 12,5% 0% 10% 23,08% 5% 
Interest rates for deposits 0% 6,67% 5% 15,38% 0,71% 
Joint account with significant 
other 
0% 0% 0% 7,69% 0,71% 
Opening hours 0% 0% 5% 0% 0,71% 
Insurance(s) in said bank 0% 13,33% 15% 7,69% 5,71% 
Other, what? 25% 26,67% 5% 7,69% 4,29% 
TABLE 17. How did you become the bank’s customer? (N=196) 
 
Respondents who have been longer than 6 years customer of their bank, clearly 
became a customer because of parent(s) are/were customers. Other reasons were 
location and quality of services. They who have been a customer less than two years 
have mixed reasons, but relatives/friends recommended, location, quality of services, 
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customer service and other reasons stand out the most. Other reasons included: 
mortgage, ownership change in the bank and significant other/spouse is a customer. 
 
Parent(s) are/were customers, relatives/friends recommended and quality of services 
were the top three reasons for people who have been customers for 3-4years.  
 
5-6 years as a customer had pretty even top five that included parent(s) are/were 
customers, location, quality of services, customer service and interest rates for loan. 
 
7. How satisfied are you with your current bank? (school grade from 1 to 5) 
 How long have you been a customer of your current bank? 
 
less than a year 
(N=8) 
1-2 years 
(N=15) 
3-4 years 
(N=20) 
5-6 years 
(N=13) 
6- years 
(N=140) 
1 0 0 0 0 2 
2 0 0 1 0 4 
3 2 3 1 2 21 
4 4 8 9 5 54 
5 2 4 9 6 59 
TABLE 18. Satisfaction to current bank. (N=196) 
 
The only “bad” results came from respondents who have been a customer for over 6 
years and 3-4 years. On average every respondent is satisfied with their bank. 
 
8. How satisfied are you with these attributes in your current bank? (1 not satisfied at all 
– 5 extremely satisfied) 
 
On average, they who have been customers for 3-4 years averaged highest on almost 
every attribute, except fees and interest rates for deposits. On fees they averaged 3.95 
and highest average was 4.13 which belonged to those who have been a customer for 
less than a year and on interest rates for deposits they averaged 3.5 while top was 3.92 
which belonged to 5-6 years as a customer. 
 
Every age group were satisfied with customer service, location, availability, simplicity of 
internet bank and mobile bank. Insurances and member benefits need improvement. 
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9. How important are these attributes in a bank? (1 not important at all – 5 extremely 
important) 
 
There is not a big difference between the answers of different age groups.  Extremely 
important attributes for every age group are customer service, fees, interest rates for 
loan, expertise level of employees, availability, response times, simplicity of internet 
bank and mobile bank. The attributes that are left, are important. The least important of 
them all was location and the second least important insurances. 
 
10. Which of the below would make you change bank if they were handled poorly? 
(choose 3) 
 How long have you been a customer of your current bank? 
 
less than a 
year 
(N=8) 
1-2 years 
(N=15) 
3-4 years 
(N=20) 
5-6 years 
(N=13) 
6- years 
(N=140) 
Customer service 75% 80% 60% 53,85% 61,43% 
Fees 62,5% 53,33% 55% 46,15% 42,14% 
Location 12,5% 13,33% 5% 0% 11,43% 
Opening hours 12,5% 0% 10% 0% 10,71% 
Interest rates for loan 12,5% 26,67% 40% 53,85% 33,57% 
Interest rates for deposits 12,5% 0% 15% 23,08% 11,43% 
Expertise level of 
employees 
25% 26,67% 25% 30,77% 17,14% 
Availability 25% 26,67% 20% 23,08% 20% 
Response times 25% 13,33% 5% 23,08% 7,86% 
Simplicity of Internet bank 12,5% 6,67% 15% 7,69% 30% 
Mobile bank 25% 26,67% 30% 15,38% 29,29% 
Individuality 0% 6,67% 0% 0% 2,86% 
Member benefits 0% 13,33% 10% 0% 14,29% 
Insurances 0% 6,67% 10% 23,08% 7,86% 
TABLE 19. Which attributes would make you change a bank if handled poorly? (N=196) 
 
Customer service and fees get the highest importance in every age group. In age 
 35 
 
groups 3-4 years, 5-6 years and over 6 years interest rates for loan have high 
importance as well. The rest of the attributes got pretty equal results.  
 
 
11. Have you changed bank in the last two years? If so, what was the reason? 
 
How long have you been a customer of your 
current bank? 
 
less than 
a year 
(N=8) 
1-2 years 
(N=15) 
3-4 years 
(N=20) 
5-6 years 
(N=13) 
6- years 
(N=140) 
No 12,5% 53,33% 90% 92,31% 98,57% 
Yes, why? 87,5% 46,67% 10% 7,69% 1,43% 
TABLE 20. Have you changed bank in the last two years? (N=196) 
 
For respondents that have been a customer for less than a year: 
“Because of the fees” 
“POP bank changed to OP bank” 
“Slow and old, changed osuuspankki” 
“There was better customer service” 
“POP bank a part of OP if it is considered to be a change” 
“I get better customer service and good rates for mortgage” 
 
For those who have been a customer for 1-2 years: 
“I changed to Osuuspankki because it was easier to raise student loan gradually” 
“Current bank had better location” 
“My previous bank became S-group bank and I didn´t want to support that. Also the 
service wasn´t so good.” 
“A bank employee refused to make the requested changes to a savings account. It 
would have been a change of the holder because of the tax.” 
“I wanted the same bank as my husband has.” 
“I wanted to my bank account to be at the same where my insurance are.” 
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7 CONCLUSION 
 
Purpose of this thesis was to find out what are the most important attributes for young 
adults in a bank, and what would make young adults change their bank to another. The 
196 answers were more than enough to make a good conclusion about the reasons 
behind changing a bank. This thesis can serve as a good guide for banks when trying to 
attract young people as their customers. 
 
Before studying the results the presumption was that high interest rates for loans and 
high fees would be the two clear reasons why young adults would change their bank, 
but the surprise was that people keep customer service in higher regard than those 
mentioned above. 
 
The top reasons for changing a bank are almost the same regardless of the gender, 
bank, age or how years they have been a customer in their current bank. Bad customer 
service and high fees are the top two reasons, whereas interest rate for loans, mobile 
bank, simplicity of Internet bank and expertise level of employees fight for the places 
three to six.  
 
Bank services are starting to become digital more and more, and that might be the 
biggest reason why simplicity of Internet bank and a good mobile bank are important for 
a bank. One could hypothesize that in the future customer service would have smaller 
impact on the decision when changing a bank, because of this digitalization, which 
would mean the importance of a working mobile bank and extremely simple Internet 
bank. This would make expertise level of employees extremely important with those two 
attributes. 
 
Based on this survey bank’s need to make sure their employees know what is good 
customer service and keep their expertise level high. Low fees and low interest rates for 
loans are understandably difficult maintain, since bank needs to make profit somehow, 
but these are the important “little” details that customers compare when taking a 
mortgage or a loan for a car. 
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8 EVALUATION 
 
The thesis process began in November of 2016 after my internship at POP Pankki 
Siilinjärvi. I was thinking about a suitable topic that interests me and could benefit me in 
the future when searching for a job. I was doing my internship during that time and this 
topic came to me one morning when I was asked to change my bank to theirs. I started 
to ponder the benefits of my current bank versus POP Pankki and politely declined after 
concluding my bank to be better choice.  
 
Process continued throughout November and December by having discussions with 
supervisor Petteri Muuruvirta what to include to this thesis and how to implement the 
survey. During January, February and March the survey was sent back-and-forth many 
times with thesis supervisor to get the best survey questions possible. Thesis process 
did not progress in May, June and July because of work and over-estimating my ability 
to write after workday and over-estimating my ability to deal with stress. On August and 
September the process continued with analyzing the results first and writing theory after.  
 
This thesis could have been ready in the spring of 2017 had I not procrastinated and 
had I been more motivated in the autumn of 2016.  
 
During thesis process I learned a lot about myself and about banking in general, even 
though I have worked at a bank for five months. The most difficult part of the thesis 
process was to get the correct questions to the survey. My communication with the 
supervisor was pretty lazy on my part, because I procrastinated. I feel my knowledge 
and interest towards working in financial field has risen. 
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      Appendix 1
 40(3) 
 
 
APPENDIX ONE
 
 
Questions about bank relationship 
Hello, my name is Ville Miettinen and I'm a third year International Business student at Savonia UAS. This 
survey is a part of my thesis(What factors make young adults choose/change banks) so I would be more than 
happy if you could answer. Thank you. 
 
Note: If you're younger than 18, please don't answer.  
 
1. How old are you? * 
   18-21 
 
   22-25 
 
   26-29 
 
   29- 
 
 
 
 
 
2. Gender * 
   Male 
 
   Female 
 
 
 
 
 
3. Status * 
   Student (University of Applied Sciences) 
 
   Student (University) 
 
   Student (High school/vocational school) 
 
   Employed 
 
   Unemployed 
 
   Stay-at-home-mom/dad 
 
  
 
   
Something else, what? 
________________________________ 
 
 
 
 
 
4. Which bank’s customer are you? (Your daily finances go through this bank) * 
   Osuuspankki 
 
   Nordea 
 
   POP Pankki 
 
   Danske Bank 
 
   Handelsbanken 
 
   S-Pankki 
 
   Aktia 
 
   Säästöpankki 
 
   Ålandsbanken 
 
   
Not listed, what? 
________________________________ 
 
 
 
 
 
5. How long have you been a customer of your current bank? * 
   less than a year 
 
   1-2 years 
 
   3-4 years 
 
   5-6 years 
 
   6- years 
 
 
 
 
 
6. How did you become the bank’s customer? (choose 3) * 
 Parent(s) are/were customers 
 
 Relatives/friends recommended 
 
 Location 
 
 Quality of services 
 
 Customer service 
 
 Fees 
 
  
 Interest rates for loan 
 
 Interest rates for deposits 
 
 Joint account with significant other 
 
 Opening hours 
 
 Insurance(s) in said bank 
 
 
Other, what? 
________________________________ 
 
 
 
 
 
7. How satisfied are you with your current bank? (school grade from 1 to 5) * 
   1 
 
   2 
 
   3 
 
   4 
 
   5 
 
 
 
 
 
8. How satisfied are you with these attributes in your current bank? (1 not satisfied at all – 5 extremely 
satisfied) * 
 1 2 3 4 5 
Customer service  
 
               
Fees  
 
               
Location  
 
               
Opening hours  
 
               
Interest rates for loan  
 
               
Interest rates for deposits  
 
               
Expertise level of employees  
 
               
Availability  
 
               
Response times  
 
               
Simplicity of Internet bank  
 
               
Mobile bank  
 
               
  
 
Individuality  
 
               
Member benefits  
 
               
Insurances  
 
               
 
 
 
 
9. How important are these attributes in a bank? (1 not important at all – 5 extremely important) * 
 1 2 3 4 5 
Customer service  
 
               
Fees  
 
               
Location  
 
               
Opening hours  
 
               
Interest rates for loan  
 
               
Interest rates for deposits  
 
               
Expertise level of employees  
 
               
Availability  
 
               
Response times  
 
               
Simplicity of Internet bank  
 
               
Mobile bank  
 
               
Individuality  
 
               
Member benefits  
 
               
Insurances  
 
               
 
 
 
 
10. Which of the below would make you change bank if they were handled poorly? (choose 3) * 
 Customer service 
 
 Fees 
 
 Location 
 
 Opening hours 
 
 Interest rates for loan 
 
 Interest rates for deposits 
 
  
 Expertise level of employees 
 
 Availability 
 
 Response times 
 
 Simplicity of Internet bank 
 
 Mobile bank 
 
 Individuality 
 
 Member benefits 
 
 Insurances 
 
 
 
 
 
11. Have you changed bank in the last two years? If so, what was the reason? * 
   No 
 
   
Yes, why? 
________________________________ 
 
 
 
 
 
12. Do you have any improvement ideas for your bank? (optional)  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
 
 
 
  
  
 
 
